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This research investigated the social media factors that influence the e-Commerce buyer 
behavior of Millennials and Post-Millennials. In today’s social media savvy environment, it is 
becoming increasingly important for companies to incorporate effective social media marketing 
into their business strategies. Further, companies should understand what is most important to 
customers while engaging on social media platforms. As a result, companies will need to know 
how to best utilize social media as a tool for increasing sales. 
This research included a survey that was sent to all undergraduate and graduate students 
in the College of Art and Design at the Rochester Institute of Technology. In order to derive a 
meaningful and diverse range of responses, the survey was also sent to individuals reached 
through social media platforms and in-person interactions. The survey questions identified 
respondents' behavioral tendencies when browsing various products on social media platforms, 
along with the factors that drive them to ultimately make e-Commerce purchases after viewing 
those products on social media. Specifically, the survey aimed to determine the effect various 
social media factors have on the purchasing habits of Millennials and Post-Millennials. Rogers’ 
Diffusion of Innovation Model was used to analyze social media acceptance and to drive the 




Chapter 1: Introduction 
 
Traditional brick and mortar stores continue to play an important role in purchasing 
decisions of buyers today. However, the many benefits of online shopping have created a 
significant shift in the way people shop. Not only can people browse their favorite stores on the 
Internet, but now they can find and follow a vast number of stores on social media. Due to this 
shift, users are exposed to more products than ever before. This creates more opportunities for 
purchases to be made, whether the buyer initially intends to make a purchase or not. 
One of the main features of social media is that individual users can share their 
knowledge and opinions with those who have similar interests and needs (Kwahk & Kim, 2016). 
A report from JD Power and Associates indicates that a firm’s social marketing efforts positively 
influence consumers’ purchase intentions toward firms (J.D. Power and Associates, 2013). 
Today, most stores have social media accounts because this is where they can attract more 
people, especially within the Millennial and Post-Millennial age groups. Applications like 
Instagram, Facebook, and YouTube have given companies a platform to create authentic, 
engaging content in a nontraditional way. These new types of content have influenced many to 
use social media as a shopping aid. Some applications like Instagram have even implanted 
shopping tools into their layout, where users can click on the company’s tagged products and 
purchase them directly through the application. Social media marketing has had a notable impact 
on the purchasing decisions of online shoppers because it gives brands the opportunity to engage 
with users differently. The interpersonal interaction on social media allows marketers to build 
strong customer relationships (Grewal & Levy, 2016) by getting real-time feedback from 




There are countless factors that could potentially affect online purchasing decisions. This 
research aims to identify the most significant factors that influence online shopping with social 
media. Due to the prevalence and importance of social media today, it is crucial that brands 
recognize the key factors that customers look for and value. If companies’ social media 
marketing strategies are well executed, brands will be able to reach more people and ultimately 
grow their business. 
This research aims to address the problem of companies failing to meet their full potential 
in sales due to having a poor or nonexistent social media presence. According to experts from 
Reputation Online Live, companies must integrate social media into their business strategies, or 
they will risk losing control of their brand reputation online (McEleny, 2010). As technology-
savvy Millennials and Post-Millennials continue to regularly engage in the evolving world of 
social media, it is becoming increasingly important for companies to reach these groups and 
drive sales through social media. However, not all companies know how to turn their followers 
into customers. For this reason, marketing managers need to understand how to best utilize the 




Chapter 2: Literature Review 
 
Supporting literature from various published journals was derived from Rochester 
Institute of Technology’s Library Portal. Articles relating to the acceptance of e-Commerce, the 
acceptance of social media, and the use of social media as a tool for online shopping were 
retrieved and kept for review if applicable to the goals of the study. 
It is important to first understand people’s attitudes towards online shopping in order to 
prove the prevalence and acceptance of e-Commerce in today’s society. Additionally, this 
information helps to create a framework for the effects that social media have on online buyer 
behavior. E. M. Rogers' Diffusion of Innovations Model (2003) and B. Latane’s Social Impact 
Theory (1981) are used to supplement this framework that will be used throughout the study. 
Articles pertaining to the factors of social media that affect e-Commerce behavior were then 
found and kept for review. The research that was found to be most relevant to the study is listed 
and explained in the following literature review. 
Diffusion of Innovations 
 
Everett M. Rogers is a famous researcher who originated the Diffusion of Innovations 
(DOI) theory. In the fifth edition of his book, Diffusion of Innovations, he defines an innovation 
as “an idea, practice, or object that is perceived as new by an individual or other unit of 
adoption” (Rogers, 2003, p. 12). Diffusion is the process by which (1) an innovation, (2) is 
communicated through certain channels, (3) over time, (4) among the members of a social 
system (Rogers, 2003). Rogers indicates that there are five perceived attributes of innovations: 
relative advantage (the innovation is better than what is currently available), compatibility (the 
innovation is consistent with current practices and norms), complexity (the innovation is difficult 
to understand and/or use), trialability (the innovation allows for experimentation and is easy to 
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try for the first time), and observability (the results of the innovation are visible to others). If 
individuals perceive an innovation as having greater relative advantage, compatibility, 
trialability, and observability and less complexity it will be adopted more rapidly than other 
innovations (Rogers, 2003). According to Rogers, mass media channels are typically the most 
rapid and efficient means of creating awareness-knowledge or informing an audience of potential 
adopters about the existence of an innovation. These channels include television, radio, 
newspapers, magazines, the Internet, social media, and influencers. When an innovation starts to 
diffuse among society, and people are exposed to these communication channels, they will 
choose to adopt or reject the innovation and go through the innovation decision process (Figure 
1). “The innovation-decision process is the process through which an individual (or other 
decision-making unit) passes from gaining initial knowledge of an innovation, to forming an 
attitude toward the innovation, to making a decision to adopt or reject, to implementation of the 
new idea, and to confirmation of this decision” (Rogers, 2003, p. 168). The two innovations 







Rogers’ Diffusion of Innovation – The Innovation-Decision Process 
 
 
Diffusion of Online Shopping 
 
A 1998 study by Huang evaluated the conditions of online shopping and made 
predictions about society’s adoption of the innovation. In the early stages of online shopping, the 
number of online shoppers increased because more and more people realized they could 
purchase diverse products and services on the Internet and receive many related advantages, such 
as convenience and saving time. Results of this study confirmed that convenience, saving time, 
and availability of product and service information were the main motivations and advantages 
for purchasing online. Some people, however, had refused to adopt online shopping because they 
associated it with security and financial risks (Huang, 1998). Although this is a relatively dated 
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study, it provides valuable insight as to why people were willing to adopt an innovation that is 
extremely popular today. The adoption and success of e-Commerce in 2020 can be directly 
related to Rogers’ (2003) DOI Model. This model suggests that people who participate in online 
shopping have found it to be better than what is currently available, consistent with their current 
practices and norms, easy to understand and use, easy to try and experiment with for the first 
time, and to produce observable results. 
The Social Impact Theory 
 
         According to Latane’s Social Impact Theory, an individual’s feelings, attitudes, and 
behaviors can be affected by the presence of others (Latane, 1981). Two other researchers, 
Burnkrant and Cousineau, suggested two forms of social influence: informational and normative. 
Normative social influence suggests that people are influenced by group compliance, and 
informational social influence suggests that people are influenced by knowledge and evidence 
(Bearden WO, Netemeyer RG, Tell JE, 1989). In their study regarding the effects of social media 
on consumers’ purchase decisions, Kwahk and Kim (2017) predicted the effects of normative 
and informational social influences on consumers’ purchase decisions to be relatively strong 
because many consumers decide to purchase some products based on the comments and ‘likes’ 
of their social media contacts (Kwahk & Kim, 2017, p. 805). The results indicate that 
commitment to social media positively affects both normative and informational social 
influences (Kwahk & Kim, 2017, p. 821). Social media are effective channels to spread and 
expose consumers’ word-of-mouth communication and opinions. When consumers use social 
media platforms, they are exposed to high levels of normative and informational influences. The 
results also indicate that informational social influence is more powerful than normative social 
influence, and a significant determinant of consumers’ online buyer behavior, which includes 
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observing the judgements and decisions of other members of their social groups (Kwahk & Kim, 
2017). 
Social Media to Increase Profitability of Online Stores 
 
A 2018 study from Sethi, Kaur, and Wadera identifies the factors affecting the purchase 
intentions of Millennials on online fashion stores and explores the importance of using social 
media to increase profitability within the apparel industry. Given the ability of shoppers to 
browse and purchase products from the comfort of their own homes, along with the prevalence 
of social media today, the study concludes that branded apparel companies can benefit from 
using social media advertisements to convey information about products and offerings (Sethi, 
Kaur, & Wadera, 2018). Online space acts as a platform for shoppers to communicate, especially 
through social media. According to the authors, online shoppers use social media platforms to 
deliberate on their experiences with other shoppers. “Online shoppers frequently rely on the 
experiences of other shoppers to form a perception about the quality of products available at 
online apparel stores” (Sethi et al., 2018, p. 12). The ability to see other people using a product 
first reduces the risk involved with making online purchases. When people post about their 
purchases, they can create positive word of mouth, which is crucial for creating a strong 
reputation of online fashion stores (Sethi et al., 2018). Additionally, the authors claim that having 
an adequate amount of apparel variety available is no longer enough for online shoppers; it is 
very important that the online shopper has a comfortable shopping experience as well (Sethi et 
al., 2018, p. 13). 
Social Media in Determining how Millennial Shoppers Decide What to Buy 
 
A 2017 study by Hall and Towers investigated the use of technology and social media 
involvement in the shopper journey leading up to the point of purchase. The findings show that 
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consumers can have vastly different approaches to making purchasing decisions. Each customer 
can move through an extremely diverse, long, and complicated journey in the buying process 
before they purchase a product (Hall & Towers, 2017). Shoppers undertake various activities 
before they make their final purchase decision. This may include seeking content from different 
retailers and asking for social validation of their decision from both their online and offline 
social networks, which is often out of sight of the actual retailer or brand (Hall & Towers, 2017). 
These findings indicate that rapid and continued growth in shopper marketing requires precise 
communication strategies to drive performance (Hall & Towers, 2017). Through the use of 
smartphones and other devices, people have more access to information than ever before. 
Consumers have the ability to gain detailed knowledge about products instantaneously. Hall and 
Towers’ (2017) study included survey respondents in two age ranges: 16-24 and 25-34. Among 
these respondents, there was a widespread use of technology to remember product details and 
discuss products with their social networks. While they still discuss their buying options with 
their contacts face-to-face, there was also a widespread use of social media that aided in their 
purchasing decisions, such as Facebook, Facebook Messenger, Instagram, and Twitter (Hall & 
Towers, 2017). 
Influence of Electronic Word of Mouth in Social Media on Consumers 
 
With social media, users have the valuable opportunity to electronically interact with 
others about products and services. This is known as electronic word of mouth (eWOM) (Erkan 
& Evans, 2016). Erkan and Evans (2016) investigate the effect of eWOM on consumers’ 
purchase intentions. Before making a purchase, consumers often search for information posted 
by previous customers in order to make themselves feel better about their decisions (Pitta & 
Fowler, 2005). The Internet has allowed for the emergence of blogs, discussion forums, review 
 
9 
websites, shopping websites, and social media websites, which can all be used as tools for 
obtaining information about products and services. When friends and acquaintances exchange 
opinions and experiences on social media, the reduced anonymity has the potential to make 
eWOM information more trustworthy and reliable (Chu & Choi, 2011).  
Social media websites are considered appropriate platforms for eWOM for several 
reasons. In addition to daily interaction between customers, social media allows opinion leaders 
to create and promote profiles relating to a brand’s products and services (Erkan & Evans, 2016). 
Social media content that includes written text, pictures, and videos allows for a visually 
enriched environment, which makes eWOM more enjoyable and appealing (Erkan & Evans, 
2016). In addition, the number of people who have access to a brand’s social media accounts is 
unlimited, so the potential for brand awareness and recognition is very high. For these reasons, 
consumers increasingly resort to social media to obtain information about brands (Baird & 
Parasnis, 2011). According to Erkan and Evans (2016), eWOM can evolve in several different 
ways and can be either intentional or unintentional; first, users can intentionally post about 
brands and their products or services. Then, they can unintentionally display their preferences to 
their network by becoming a fan of brands, interacting with a brand’s posts through liking and 
commenting, or posting a brand's included content without any advertising purpose (Erkan & 
Evans, 2016). The model used in this study, Information Acceptance Model (IACM), shows that 
“the influence of eWOM on social media not only depends on the characteristics of eWOM 
information, such as quality and credibility of information, but it also depends on the consumers’ 
behavior towards eWOM information” (Erkan & Evans, 2016, p. 48). The results confirm that 
quality, credibility, usefulness and adoption of information, needs of information and attitude 
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towards information are the key factors of eWOM in social media that influence consumers’ 
purchase intentions (Erkan & Evans, 2016, 47). 
Limitations and Conclusion 
 
         Many of the observed studies were conducted with university students, since college-
aged individuals make up a large percentage of users on social media. While valuable 
information has been collected in each study, the limited range of respondents in some of the 
studies may not reflect the entire population. 
         The articles explained in this literature review portray a positive connection between 
social media and online shopping. The Diffusion of Innovations Model (2003) was used 
throughout this research in order to provide sound and logical reasoning for the adoption of 




Chapter 3: Research Objectives 
 
Not all companies know how to turn their social media followers into customers. In 
addition, some companies fail to meet their full potential in sales due to having a poor or 
nonexistent social media presence. This research aims to identify the social media factors that 
Millennials and Post-Millennials find to be most effective when online shopping. The goal is to 
help marketing managers understand how to best utilize social media and its unique features to 




What role does social media play in the e-Commerce buying behavior of Millennials and Post-
Millennials? 
RQ 2: 





Social media has a positive impact on online shopping, especially among the Millennial and 
Post-Millennial age groups.  
H 2: 
Social media factors that have the greatest influence on online shopping are social media 
influencers and discounts. 
H 3: 
Traditional advertisements will have the lowest impact on online shopping using social media. 
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         A survey was sent to all undergraduate and graduate students in the College of Art and 
Design at Rochester Institute of Technology. In order to derive a higher quantity and more 
diverse range of responses, the survey was also sent to individuals reached through social media 
platforms and in-person interactions. The Human Subjects Research Office at Rochester Institute 
of Technology gave approval to conduct this survey. 
Data collected from the Pew Research Center indicates that in 2019, 90% of 18-29-year-
olds used at least one social media site (Pew Research Center, 2019). This includes college-aged 
individuals, although the data was not specifically collected from universities. Followed by this 
age group are 30-49-year-olds, making up 82% of individuals who used at least one social media 
site (Pew Research Center, 2019). Social media use declined as age increased. These statistics 
imply that college students are active on social media; therefore, it was logical to select this 
group as the primary respondents who could provide valuable insights to the survey. 
Survey Method 
 
         A survey created using Qualtrics was sent to students in the College of Art and Design at 
Rochester Institute of Technology. The survey was also shared on Facebook and Instagram in 
order to reach a larger audience. This survey consisted of 17 questions in the form of multiple 
choice and matrix questions. When tested, the survey took approximately five minutes to 
complete. The survey was active for a duration of four weeks and received 355 responses. 
Respondents were incentivized with eligibility to win a $50 Amazon gift card by completing all 
of the questions and entering their email address at the end of the survey. One winner was chosen 





         The first section of the survey gathered basic demographic information such as age and 
gender. It was important to use this information to uncover any trends in online shopping and 
social media usage among different age groups and genders. Specifically, one of the goals of this 
research is to draw conclusions about the Millennial and Post-Millennial age groups and 
compare their responses to those of older generations. Respondents were also asked if they use 
social media on a regular basis (daily), and they were eliminated from taking the rest of the 
survey if they selected “No.” Only the respondents who claimed to participate in regular social 
media activity were allowed to answer the remaining survey questions. 
         Eight of the survey questions were based on Rogers’ Diffusion of Innovations model. 
This model was used in order to understand respondents’ behaviors and opinions regarding the 
innovation of online shopping with social media. The survey questions were framed to emulate 
the characteristics of the knowledge, persuasion, and decision-making sections of the Innovation 
Decision Process. The knowledge section includes questions aimed to identify the respondents’ 
use of various communication channels, including social media. Then, the survey transitions to 
more specific questions relating to the use of social media as a tool to shop online, and whether 
or not it meets their needs. The survey questions that were not based on Rogers’ Diffusion of 
Innovations model looked at the significance of influencers, advertisements, discounts, and 
coupons. Likert scales were used for all matrices in the survey and ranged from “Strongly agree” 
to “Strongly disagree.” 









Q2 - When were you born? 
 
 
# Field Minimum Maximum Mean Std Deviation Variance Count 




# Answer % Count 
1 1997 - 2012 68.93% 244 
2 1981 - 1996 16.67% 59 
3 1965 - 1980 9.89% 35 
4 1946 - 1964 3.95% 14 
5 1928 - 1945 0.56% 2 








# Field Minimum Maximum Mean Std Deviation Variance Count 




# Answer % Count 
1 Male 24.58% 87 
2 Female 72.03% 255 
4 Other 3.39% 12 





Communication Channels (Rogers’ Diffusion of Innovation – The Innovation-Decision 
Process) 
 
Q4 - Through which of the following communication channels do you find new products? 




# Answer % Count 
1 TV ads 11.69% 115 
2 Radio ads 3.46% 34 
3 Newspapers 1.12% 11 
4 Magazines 6.20% 61 
5 Internet 32.62% 321 
6 Social media 30.79% 303 
7 Social media influencers 11.28% 111 
8 Influencers (change agents) 2.85% 28 
 Total 100% 984 
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Frequency of Social Media Use 




# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Do you use social media 
on a regular basis 
(daily)? 




# Answer % Count 
1 Yes 96.89% 343 
2 No 3.11% 11 





Social Media Use for Online Shopping 




# Field Minimum Maximum Mean Std Deviation Variance Count 




# Answer % Count 
1 Yes 67.81% 217 
2 No 32.19% 103 






Social Media Content Used to Discover New Products 
 
Q7 - Through which types of social media content do you discover new products? Choose 




# Answer % Count 
1 Instagram photos and videos 28.01% 235 
2 Instagram stories 13.83% 116 
3 YouTube videos 19.31% 162 
4 Facebook posts 15.49% 130 
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5 Facebook stories 3.22% 27 
6 Twitter posts 7.15% 60 
7 Snapchat stories 6.91% 58 
8 None of the above 1.79% 15 
9 Other (please specify) 4.29% 36 





Social Media as a Solution to Online Shopping Needs and Problems 





# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Does the use of social 
media provide a viable 
solution to your online 
shopping needs and 
problems? 




# Answer % Count 
1 Yes 61.56% 197 
2 No 38.44% 123 




Social Media as an Innovative Solution to Online Shopping Needs 
 
Q9 - Do you feel that social media is an innovative solution for your online shopping needs? 
 
 
# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Do you feel that social 
media is an innovative 
solution for your online 
shopping needs? 




# Answer % Count 
1 Yes 70.94% 227 
2 No 29.06% 93 




Social Media and the Norms of Social Groups 
 




# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Do you feel that social 
media fits into the norms 
of your social groups? 




# Answer % Count 
1 Yes 90.31% 289 
2 No 9.69% 31 




Acceptance of Social Media 
 




# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Is the use of social media 
for online shopping well-
accepted by you and your 
peers? 




# Answer % Count 
1 Yes 84.01% 268 
2 No 15.99% 51 





Social Media and Specific Shopping Needs 
 
Q12 - Does using social media for online shopping align with your specific shopping needs? 




# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Does using social media 
for online shopping align 
with your specific 
shopping needs? If not, 
why? - Selected Choice 




# Answer % Count 
1 Yes 66.77% 213 
2 No (please specify) 33.23% 106 






Q12 Specific Responses by Age Group: 1997 – 2012 
 
Does using social media for online shopping align with your specific shopping needs? If 
not, why? 
 
Social Media only advertises 'trendy' items, not things that I actually need. 
Not all of them but that is because I buy specific craft supplies and also I just don't buy that 
much new clothing. 
I typically get sold surface level solutions or have to do extensive research to trust the product 
or find a more legitimate solution. 
yes for the most part but sometimes it is silly products that I can't help but laugh at. Sometimes 
the products are just super low quality. 
Because I not on social media  enough to know that it's reliable to shop on Instagram or 
Snapchat 
Feels like clickbait 
often find things interesting, but usually not suited to my needs or have things i don't like when 
looking at reviews or product descriptions 
products are over hyped and quality is exaggerated 
Clothes for females are impossible to buy online and fit properly 
because it feeds the capitalist machine, nothing being advertised are things one needs 
Advertisements on social media do not appeal to products I would purchase 
There's no way to see the variety of options just on social media. I might see something cool 
that interests me that will lead me to the site where I'll look for the best option on the site. 
Usually unnecessary things 
People dont trust ads on social media, they oftentimes look like scams. I use social media that 
frequently and I dont frivolously shop so ads on social media seem pointless, in a way.. 
I always feel like shopping online with social media is not as credible as a direct or visually 
certifiable website. In other words, some of those shopping hookups look shady. 
It's not anything I'll ever need, but things that incite me. 
The ads I get are for fast fashion products, mas production negatively impacts the 
environment. The products I purchase are usually impulse buys. 
I feel that social media, like traditional media, shows me a lot of new products. I prefer to try 
research products to fit my needs when I am able to. 
Social media has wants not needs 
In store and company websites are easier and more available 
I like trying clothes on or seeing products in person first. 
90% of what is advertised is of absolutely no interest to me 
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I don’t see why social media in particular is good for shopping when you can just ask google 
and it’ll show you everything 
I prefer to try clothes on in store and touch the material to know if I will like it or not 
Social media advertises things I want but don't need. Stuff I need o get from Amazon or in real 
store. I also don't trust buying stuff from social media because they might steal my credit card 
info or give me something that doesn't look like the product offered 
I need to research multiple versions of the same/similar products to actually consider buying 
anything. 
I don’t buy the type of items I see 
Most of the things that tend to be recommended on social media are not things that appeal to 
me 
It's not credible enough. 
I don’t usually trust stuff from social media 
These are definitely not needs. I see things that can be helpful or fun and I but those. They are 
definitely never things I need though. 
I enjoy seeing things in person. I hate receiving something I don’t like and then having to go 
through the pain to mail it back 
It is usually after I have bought something that similar ads pop up. Because I already have a 
similar product, I usually pass the ads by. 
Manly amazon 
I don't use social media to shop 
Makes me want to buy things I don’t need 
Can't find everything I need on social media, it's a lot easier to go directly to the source online 
I don’t use it to buy things specifically, I use to gather ideas of what I might like to buy or 
advertisements tell me about things but I go directly to the company site to make purchase so 
that I know it is not a scam 
It's usually targeted ads for things that I'm interested in, but I am not looking to purchase right 
now. 
I prefer to do deep research and compare products that I feel social media does not allow for 
I don't really shop 
Some things are not necessarily advertised but I still need them 
I don't shop online 
Prefer to use Amazon or other online shops 
social media is primarily an advertising platform, when it comes to getting a product that is 
actually useful and not some cute enamel pin it's pretty useless. 
Usually the stuff I get as for is super expensive 
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Most things I purchase are too specific to find on social media 
I like to walking around mall 
i usually will see an ad for something that i like on social media, but i rarely buy it straight 
from there 
The ads are usually very random if not posted by a brand i’m following. Even still it’s very 
sporadic, but I am sometimes introduced to products (clothes) Id like to buy through 
Instagram. I rarely purchase what I see 
It doesn’t really fit my needs but it shows me products that I would be interested in buying 
I usually buy more than socially media products 
Doesn’t provide everything I’m lookin’ 4 
There are some products that I cannot buy on social media 
Can't tell if trustworthy 
Prefer thrifted but online thrifting is all but non-existent 
Sometimes it's difficult to find new brands on social media - oftentimes it just becomes an 
echo chamber of the same brands every day 
I typically don't buy too much online. 
Often, the ads I see on social media are random items that I am not necessarily looking to buy. 
It is only after I discover these ads that I may wish to purchase that previously unknown 
product. 
not sure how social media is used for shopping, sometimes I see products on social media I 
research more about, but rarely buy what I see on social media. 
It's clearly algorithmic but I enjoy the ads 
Not trustworthy 
Social media gets me in the door so to speak but I like to do research on the things I purchase. 
Social media isn't the best resource for that research. 
I have to do additional research outside of just Instagram. I look at customer reviews and 
compare prices 
It's usually items that I find to be cheap quality. 
I feel safer going onto the seller’s/brand’s official website 
Some things (like art supplies) aren't really as talked about on social media. 
The products are normally non-essential 
It's convenient since I don't have a car to easily shop off-campus (being a student). It also is 
very easy to quickly find products that exactly fit my needs. 
Hard to find truthful reviews and advertisements 
Adds on social media is often for products that are fake 
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I prefer to see items in person for quality, sizing, and material 
Rather use Amazon. Don’t want my payment info on my social media. 
 
 
Q12 Specific Responses by Age Group: 1981 – 1996 
 
sometimes need to have more details 
Don't like other people telling me what to buy 
Generally, no, I prefer to see, feel, and interact with most products in person to know what I 
am buying I reliable. Sometimes I will use online shopping for really cheap deals. 
Instagram is good to browse; I don’t always make purchases through the platform. 
Because items can be random. Not necessary to buy them. 
I just don't buy the kinds of things advertised to me on social media 
I like brick and motor stores. I’m old school i want to touch, see, feel what I am going to buy 
Cannot trust 
Unsafe 
Online is excessive spending 
I just go to amazon if I need something. I don’t know how much I trust social media ads. 
I usually just skip ads on social media because that’s not why I’m on social media. If I’m 
purchasing online I go to a store’s website or Amazon. 
it’s usually junk straight order from China 
 
 
Q12 Specific Responses by Age Group: 1965 – 1980 
 
I often use google searches and consumer reviews over social media sites. Social media is 
often untrustworthy and bias. I chose Twitter and Youtube here because you can follow 
buisnesses and you can watch consumer reviews on youtube. 
Hands in shopper 
When I want something I research it myself. Then I buy it. Ads on social media are nothing 
but time wasters. 
I just use it as a starting point and then do more Internet research. 
Only on occasion does something interesting me enough to buy it 
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Not everything they mention is what I'm looking for or need 
I look at social media on my phone but shop on my computer. 
I am pretty set in my ways and don't shop for new things often 
To random 
Like in person 
 
 
Q12 Specific Responses by Age Group: 1946 – 1964 
 
Sometimes it feels like an invasion of my privacy 
I prefer online shopping outside of social media platforms 
I don’t buy a lot of stuff online especially through social media 
 
 






The Flow of Information on Social Media 
 




# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Does the flow of 
information on social 
media meet your online 
shopping needs? 




# Answer % Count 
1 Yes 67.61% 215 
2 No 32.39% 103 




Effects of Influencers, Advertisements, Discounts, and Coupons 
 
Q14 - To what extent do you agree that influencers, advertisements, discounts, and coupons 













# Field Minimum Maximum Mean Std Deviation Variance Count 
1 Influencers 1.00 5.00 2.88 1.21 1.46 320 
2 Advertisements 1.00 5.00 2.51 0.85 0.73 315 
3 Discounts 1.00 4.00 1.63 0.72 0.52 318 









































5 2.22% 7 315 








% 33 1.26% 4 0.00% 0 318 








% 44 5.35% 
1




Recommendations of Social Media Influencers 
 
Q15 - Do the recommendations of social media influencers increase your likelihood of 




# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Do the recommendations 
of social media 
influencers increase your 
likelihood of making an 
online purchase? 




# Answer % Count 
1 Yes 53.29% 154 
2 No 46.71% 135 




Perceived Characteristics of Social Media – (Rogers’ Diffusion of Innovation) 
 



















# Field Minimum Maximum Mean Std Deviation Variance Count 
1 
Using social media as an 
online shopping tool can 
offer many advantages 
1.00 5.00 2.23 0.81 0.65 320 
2 
Using social media as an 
online shopping tool is 
comparable to shopping 
1.00 5.00 3.03 1.08 1.17 318 
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through a company 
website 
3 
Using social media as an 
online shopping tool is 
easy 
1.00 5.00 2.41 0.89 0.79 319 
4 
Frustrations that may 
arise using social media 
as an online shopping tool 
will not affect my 
likelihood of doing it 
again 
1.00 5.00 3.13 1.00 1.00 318 
5 
I have no problem telling 
other people what using 
social media as an online 
shopping tool is like 
1.00 5.00 2.36 0.85 0.71 319 
6 
It is safe and secure to use 
social media as an online 
shopping tool 






















































































































% 91 8.15% 26 1.25% 4 319 
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A majority of the survey respondents belong to Generation Z (69%), followed by the 
Millennial generation (17%), Generation X (10%), Baby Boomers (4%), and the Silent 
Generation (less than 1%). Most respondents are female (72%), followed by males (25%), and 
other (3%). Out of the 355 total respondents, 320 people indicated that they use social media 
daily, and therefore were allowed to complete the entire survey. Of these 320 respondents, 68% 
use social media for online shopping. The diverse audience of this survey provided a wide range 
of perspectives and opinions on using social media as a tool for online shopping.  
Communication Channels (Rogers’ Diffusion of Innovation – The Innovation-Decision 
Process) 
  
Internet was the most popular communication channel used to find products (33%), 
followed by social media (31%), television advertisements (11%), social media influencers 
(12%), magazines (6%), radio advertisements (3%), influencers or change agents (3%), and 
newspapers (1%). Instagram photos and videos were the most popular types of social media 
content in which people discovered new products (28%), followed by YouTube videos (19%), 
Facebook posts (15%), Instagram stories (14%), Twitter posts (7%), Snapchat stories (7%), other 
(4%), Facebook stories (3%), and none of the above (2%). Respondents were asked to specify 
their choice if they selected “other.” Many of these entries identified social media platforms such 
as Tik Tok, Pinterest, Reddit, Tumblr, and Buzzfeed. Respondents also mentioned Amazon, 





Survey Results and Hypotheses 
 
 A majority of respondents use social media regularly (97%). The other 3% were not 
permitted to answer remaining survey questions; this research only required responses from 
participants who use social media on a daily basis. In order to determine the role of social media 
in consumers’ online buying behavior, the survey first had to identify whether or not respondents 
use social media for online shopping. The survey found that 68% of respondents use social 
media for online shopping, of which 69% were either Millennials or Post-Millennials. 
RQ1: What role does social media play in the e-Commerce buying behavior of 
Millennials and Post-Millennials? 
The survey found that social media plays a positive role in the e-Commerce buying 
behavior of Millennials and Post-Millennials. It was found that 89% of Millennials and Post-
Millennials use social media as a communication channel to find new products, and 94% use 
social media influencers as a communication channel to find new products. Various types of 
social media content influence users to purchase products. Of 320 total respondents, 28% use 
Instagram photos and videos to discover new products, followed by 19% who use YouTube 
videos, 15% who use Facebook posts, and 14% who use Instagram stories. Twitter posts, 
Snapchat stories, and Facebook stories were found to have the lowest impact. Of the 28% who 
use Instagram posts and videos, 77% were Post-Millennials and 17% were Millennials. For 
YouTube videos, 78% were Post-Millennials and 13% were Millennials. For Instagram stories, 
76% were Post-Millennials and 19% were Millennials. Only 26% of Post-Millennials and 15% 
of Millennials use Facebook stories for finding new products. 
H1: Social media has a positive impact on online shopping, especially among the 
Millennial and Post-Millennial age groups. 
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This data proved H1 to be true; using social media for online shopping is more popular 
and accepted among the Millennials and Post-Millennials compared to older generations. It was 
found that 90% of respondents agree that online shopping using social media fits into the norms 
of their social groups. Of this 90%, 79% were Millennials and Post-Millennials. Of the 320 total 
respondents, 62% said that the use of social media provides a viable solution their online 
shopping needs and problems. Of the 62%, over half (54%) were Millennials and Post-
Millennials. Additionally, 67% said that the use of social media for online shopping aligns with 
their specific shopping needs. Of the 67%, over half (58%) were Millennials and Post-
Millennials. Over half of respondents (71%) also said that social media is an innovative solution 
to their online shopping needs, with Millennials and Post-Millennials making up 61%. 
RQ2: What are the key social media factors that affect the online buyer behavior of 
Millennials and Post-Millennials? 
According to the survey data described under H1, Instagram photos and videos are the 
most popular form of social media content that Millennials and Post-Millennials use to discover 
new products. YouTube videos, Instagram Stories, and Facebook posts followed, respectively. 
These content types have proven to be positively influential to these generations of social media 
users when discovering new products. This research also found that 79% of Millennials and 80% 
of Post-Millennials either strongly agreed or agreed that discounts increase their likelihood of 
making an online purchase. 
H2: Social media factors that have the greatest influence on online shopping are 
social media influencers and discounts. 
 The findings under RQ2 support part of H2, as less than half of Millennials and Post-
Millennials said that social media influencers increase their likelihood of making an online 
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purchase. Less than half of Millennials and Post-Millennials (43%) either strongly agreed or 
agreed that influencers increase their likelihood of making an online purchase. For the older 
generations, 42% of both Generation X’s and Baby Boomers said that the recommendations of 
social media influencers would increase their likelihood of making an online purchase. 
The data supports H2 in that discounts have a very strong influence on online shopping. 
However, social media influencers were not found to be as effective as expected. While they are 
more effective for the Millennial and Post-Millennial groups, their effectiveness was still only 
measured between 43% and 55%. 
H3: Traditional advertisements will have the lowest impact on online shopping 
using social media. 
H3 was not supported because advertisements did not have the lowest impact on online 
shopping using social media. Over half of respondents (52%) either strongly agreed or agreed 
that advertisements increase their likelihood of making an online purchase. Of the 52%, 37% 
were Millennials and Post-Millennials. Social media influencers were found to have the lowest 




Chapter 7: Observations 
 
This research aimed to address the problem of companies failing to meet their full 
potential in sales due to having a poor or nonexistent social media presence. As technology-
savvy Millennials and Post-Millennials continue to regularly engage in the evolving world of 
social media, it is becoming increasingly important for companies to reach these groups and 
drive sales through social media. However, not all companies know how to turn their followers 
into customers. For this reason, marketing managers need to understand how to best utilize the 
various features of social media and use them to their advantage. This research strongly validates 
the importance of social media in e-Commerce today. As more people join the social media 
environment, companies have a greater opportunity to reach potential customers and maintain 
relationships with current customers. Companies are competing for user engagement, which can 
lead to sales. Therefore, they should to know how to implement successful marketing strategies. 
Companies that do not have a strong social media presence are at a disadvantage and they risk 
falling behind companies that do. 
This research can provide valuable information to marketing professionals. Throughout 
the survey, many consumers indicated that they have been influenced by several key social 
media factors. Content on various platforms, influencers, advertisements, discounts, and coupons 
were carefully looked at in order to determine the role that social media plays in online buyer 
behavior. Additionally, Rogers’ Diffusion of Innovation provided a basis for the adoption of 
using social media as a tool for online shopping. The adoption of online shopping using social 
media has been proven socially acceptable, innovative, and useful for solving problems 
associated with online shopping. Increased acceptance of using social media as a tool for online 
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shopping has positive implications for companies and marketing professionals. The opportunities 
are there; now, marketers need to know how to leverage their resources. 
Out of every age group, Post-Millennials were found to be the most influenced by social 
media influencers. However, the effectiveness of social media influencers was not as high as 
expected, as only 43% of Millennials and Post-Millennials said that social media influencers 
increase their likelihood of making an online purchase. The effectiveness of social media 
influencers was only 1% higher for these younger generations compared to older generations. 
Companies should take this into consideration when using influencers as part of their marketing 
efforts. Although influencers were not found to be the most effective social media factor, results 
show that they can be used to target several different age groups. 
Out of the main factors that were looked at in this study, discounts were found to be the 
most effective tool for social media users when making an online purchase. This, along with the 
other findings described in the previous sections, should be recognized by marketers when 
targeting audiences on social media. Millennials and Post-Millennials can be targeted primarily 
through Instagram and YouTube. The creation of authentic, highly engaging photos and videos is 
likely to capture their attention and increase their likelihood of making an online purchase. This 
content should be strategically targeted to appeal to different groups, as many consumers 
indicated feelings of annoyance when viewing marketing material that is irrelevant to them. 
Appropriate market research should be completed to gather more information about companies’ 
target audiences. A combination of these strategies can help companies create effective 





Chapter 8: Implications and Conclusions 
 
Implications for Social Media Marketers 
This research validated the fact that social media plays a crucial role in the online 
shopping process, especially for the Millennial and Post-Millennial generations. Only 3% of 
respondents said they do not use social media daily. Companies have the opportunity to reach a 
higher number of people (social media users) than ever before. The implementation of well-
planned marketing campaigns can increase brand awareness and increase the chances that users 
will turn into customers. By successfully capturing the attention of potential customers on social 
media, companies can intrigue users with their products, and ultimately initiate the purchasing 
process. 
The Use of Social Media Influencers 
Although social media influencers were not proven to be the most important factor, the 
younger generations valued the recommendations of social media influencers more than the older 
generations. Further, they agreed that social media influencers increase the likelihood of making 
an online purchase. Companies should take this into consideration when implementing social 
media marketing strategies. Companies are more likely to make sales through influencer 
marketing when targeting younger users. For this reason, companies should know who their 
followers are and how to target them effectively. Users who belong to older generations are less 
likely to be influenced to make a purchase due to influencer marketing. 
The Use of Various Social Media Content Types 
Instagram photos and videos, along with YouTube videos, were proven to be extremely 
popular among Millennials and Post-Millennials. This indicates that companies should put a 
substantial focus on targeting these groups through Instagram and YouTube. The ability to link 
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products in Instagram photos, videos, and stories helps expose social media users to products. 
These links often lead directly to company websites, making the research and purchasing 
processes faster and easier for consumers. Additionally, companies can purchase advertisements 
on Instagram, which will appear on users’ stories or feeds. Despite the ability to advertise 
heavily through Instagram, companies should be mindful of how they utilize advertisements. 
Many respondents in various age groups said they question the credibility of advertisements. 
This suggests that people have become more skeptical and careful about what they buy. 
Consumers want to be reassured that products look and function exactly how they are advertised. 
Companies should make sure their advertisements are credible, reliable, and realistic.  
Significance of Specific Consumer Input 
This research shows that some people have had negative experiences with quality when 
ordering products online. In addition, many people said that they would rather go to a company 
website for information about products. Some respondents claimed that websites offer more 
information than social media. For this reason, it would be beneficial for companies to provide 
users with a well-balanced amount of information on social media. This would allow consumers 
to learn more about products directly on social media if they choose to do so, potentially 
eliminating the need to find additional information elsewhere. At the same time, companies 
should make sure that the amount of information they put on social media is not overwhelming 
or redundant. 
The survey provided consumers the opportunity to give their detailed opinions about 
online shopping using social media. Many respondents mentioned that people on social media 
can often lack authenticity and transparency. In addition, some respondents mentioned that 
products are often representation inaccurately on social media. Companies have the ability to 
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create authentic and appealing content with all social media platforms. This content should 
embody realistic and authentic views of products. Social media gives companies the ability to 
create this content using various tools. Based on the derived data, companies can likely attract 
more Millennials and Post-Millennials by using authentic social media influencers who relate to 
their audience and use them as a source of valuable information to consumers, rather than just as 
models who encourage people to purchase various products. Given the proven importance of 
discounts, companies should also incentivize regular users (non-influencers) to post reviews 
about products and offer them a discount on their next order in return.  
Effect of Advertisements on Social Media 
Some respondents said they do not like seeing advertisements on social media in general. 
With the intelligence of the Internet today, companies can determine who their audience is and 
implement strategies to reach them more effectively. Further, companies should make sure that 
their advertising does not appear “random.” Many respondents indicated feelings of confusion 
and annoyance when they see advertisements for products that have nothing to do with their 
needs, wants, and interests. 
Conclusion 
The results of this research indicate a growing urgency for companies to create and 
maintain a strong social media presence. In addition, it can be concluded that consumers have 
varying preferences when it comes to online shopping and it is unlikely that companies will be 
able to meet all of their needs through basic marketing and advertising efforts. Companies should 
take these findings into consideration in order to create streamlined, intelligently targeted 






 In order to accommodate time restrictions for this research, the survey did not include 
every possible social media factor that could influence one’s online purchasing habits. The 
survey was kept relatively short in order to capture the attention of a diverse range of 
participants. Therefore, the survey was aimed to identify common social media factors that have 
the greatest influence on online shopping. If permitted more time, an interview would have been 
conducted to gather in-depth information regarding participants’ behaviors and opinions. 
Additionally, the number of respondents was relatively small compared to higher-scaled studies 
in the area of social media. 
Future Research 
 
The limitations of this study offer opportunities to dive into the fields of social media and 
online buyer behavior. Further research should look deeper into the psychology of buyer 
behavior, tied in with the use of social media. This would provide more data about the way 
people think about social media marketing and the buying process, which is extremely important 
for companies to understand and act on. It would be beneficial to conduct a similar study on a 
larger scale and over a longer period of time. This would allow for in-depth interviews to take 
place, offering more insights and perspectives from consumers. Another future study should use 
focus groups to compare the social media marketing strategies of various companies. In order for 
companies to succeed in their marketing endeavors, they must understand which social media 
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Social Media Factors that Influence e-Commerce Buyer Behavior of Millennials and Post-
Millennials 
 
Q2 When were you born? 
o 1997 - 2012  (1) 
o 1981 - 1996  (2) 
o 1965 - 1980  (3) 
o 1946 - 1964  (4) 
o 1928 - 1945  (5) 
   
  
Q3 What is your gender? 
o Male  (1) 
o Female  (2) 
o Other  (4) 
  
  
Q4 Through which of the following communication channels do you find new products? Choose all that 
apply: 
▢     TV ads  (1) 
▢     Radio ads  (2) 
▢     Newspapers  (3) 
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▢     Magazines  (4) 
▢     Internet  (5) 
▢     Social media  (6) 
▢     Social media influencers  (7) 
▢     Influencers (change agents)  (8) 
   
  
Q5 Do you use social media on a regular basis (daily)? 
o Yes  (1) 
o No  (2) 
  
Skip To: Q17 If Do you use social media on a regular basis (daily)? = No 
  
  
Q6 Do you use social media for online shopping? 
o Yes  (1) 
o No  (2) 
   
  
Q7 Through which types of social media content do you discover new products? Choose all that apply: 
▢     Instagram photos and videos  (1) 
▢     Instagram stories  (2) 
▢     YouTube videos  (3) 
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▢     Facebook posts  (4) 
▢     Facebook stories  (5) 
▢     Twitter posts  (6) 
▢     Snapchat stories  (7) 
▢     None of the above  (8) 
▢     Other (please specify)  (9) ________________________________________________ 
  
  
Q8 Does the use of social media provide a viable solution to your online shopping needs and problems? 
o Yes  (1) 
o No  (2) 
  
  
Q9 Do you feel that social media is an innovative solution for your online shopping needs? 
o Yes  (1) 
o No  (2) 
  
 
Q10 Do you feel that social media fits into the norms of your social groups? 
o Yes  (1) 
o No  (2) 
  
  
Q11 Is the use of social media for online shopping well-accepted by you and your peers? 
o Yes  (1) 
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o No  (2) 
  
  
Q12 Does using social media for online shopping align with your specific shopping needs? If not, why? 
o Yes  (1) 
o No (please specify)  (2) ________________________________________________ 
  
   
Q13 Does the flow of information on social media meet your online shopping needs? 
o Yes  (1) 
o No  (2) 
  
  
Q14 To what extent do you agree that influencers, advertisements, discounts, and coupons increase your 
likelihood of making an online purchase? 











o   o   o   o   o   
Advertisements 
(2) o   o   o   o   o   
Discounts (3) 
o   o   o   o   o   
Coupons (4) 




Q15 Do the recommendations of social media influencers increase your likelihood of making an online 
purchase? 
o Yes  (1) 
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o No  (2) 
  
  
Q16 To what extent do you agree with the following statements? 











Using social media as an online 
shopping tool can offer many 
advantages (1) o   o   o   o   o   
Using social media as an online 
shopping tool is comparable to 
shopping through a company website 
(2) 
o   o   o   o   o   
Using social media as an online 
shopping tool is easy (3) o   o   o   o   o   
Frustrations that may arise using 
social media as an online shopping 
tool will not affect my likelihood of 
doing it again (4) 
o   o   o   o   o   
I have no problem telling other people 
what using social media as an online 
shopping tool is like (5) o   o   o   o   o   
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It is safe and secure to use social 
media as an online shopping tool (6) o   o   o   o   o   
 
